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Abstract 
The term “sustainable development” has been a catch-all phrase in recent years. Corporate Social Responsibility (CSR) is seen as one of the 
media for sustainable development. In some countries, CSR has received much attention and achieved certain successes. However, in many 
other countries including Vietnam, perception of CSR remains vague and the adoption of CSR is limited. This study reviews different 
approaches to CSR and gives a conceptual framework of how cultural values influence CSR perception of enterprise. Some analysis on culture 
and data collection in Vietnam’s case are carried out as example for the proposed framework. The study suggests several directions for future 
research on CSR. 
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1. Introduction 
CSR has had a long history of development in the 
developed countries. In Vietnam, CSR activities are still in 
their infancy. Since the start of the Economic Reformation 
period, along with the striking economic growth occurred a 
considerable number of incidents related to severe impacts of 
business activities on environment and society. CSR research 
in the country, however, remains limited. The ultimate goal of 
this paper is to contribute to development of CSR research in 
Vietnam which may give solutions to the CSR problems in 
the country. The paper aims at constructing a conceptual 
framework to explain the effect of culture on CSR perception 
of corporations and Vietnam is taken as an example for the 
framework. First, CSR approaches are reviewed. Next, a 
conceptual framework identifying influential factors on 
corporate CSR perception is built. Finally, secondary data is 
collected to consider the application of the framework in 
Vietnam’s case. 
2. Approaches to CSR  
 
Since the second half of the 20th century, research on CSR 
has witnessed great development with broad number of 
literature generated. However, the CSR theories are still 
diffuse, belonging to different schools of thought. Garriga and 
Mele categorize CSR approaches into four main streams 
namely instrumental theories, political theories, integrative 
theories and ethical theories [1]. 
Instrumental theories consider business’s sole social 
responsibility is to create wealth and the mere reason for 
business to adopt CSR is to achieve its own economic 
objectives. Instrumental theories in turn are divided into three 
sub-categories. The first is maximizing shareholder value with 
thefamous representative Friedman,believing that CSR 
activities should only be carried out if it can enhance the value 
of a firm’s shareholders [2]. The second research group 
regards CSR a strategy to attain competitive advantage[3]. 
The third group of research refers to cause-related marketing, 
supposing that through CSR, the firm’s reputation can be 
improved and sales can be leveraged [4]. 
Political theories explore the relation between business and 
society, assuming that social responsibilities of business come 
from the social power they have and if they do not use the 
social power responsibly, they will lose it (Corporate 
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Constitutionalism theory - [5]); or there exists a social 
contract between business and the society (Integrative Social 
Contract theory - [6]), or a firm is also a citizen and hence it 
has certain responsibilities towards the local community 
(Corporate Citizenship theory - [7]). 
Integrative theories concern the integration of social 
demands into business operation, assuming that business is 
dependent on the society for its existence and growth. This 
research stream is divided into three groups  namely Issues 
Management (focusing on the corporate process to response 
to social and political issues [8], Public Responsibility, 
(indicating that public policy can act as a framework which 
gives guidelines to corporate social tasks [9]) and Stakeholder 
Management (considering the social responsibility of business 
not only to satisfy shareholder’s interest but also to balance 
the interests of other stakeholders who have certain influence 
on their operation [10]). 
Ethical theories take ethical codes as the foundation for 
CSR activities of business to build a good society. This theory 
stream is classified into four groups, namely normative 
stakeholder: using ethical literature to point out corporate 
responsibilities as well as managerial actions [11], universal 
rights; based on the protection for human rights, labor rights 
and the environment [12], sustainable development: 
considering the compromising between meeting the present 
needs and the ability to meet the future needs [13] and the 
common good: taking the common good of the society as the 
reference for CSR activities [14].  
In summary, the four mentioned theories are based on 
different assumptions regarding different foci. Instrumental 
theories assume that wealth is good for the society and 
creating wealth is business’s exclusive role in the society. 
Political theories presuppose that there exist an interrelated 
connection between business and the society. Business 
influences the society and vice versa is influenced by the 
society. Integrative theories are based on the belief that the 
society impacts business and imposes certain demands on 
business which are beyond the need for wealth creation; in 
order to exist and grow, business shall response to these 
demands. Ethical views hold the underlying assumption that 
ethical principles are important in the decision-making and 
hence performance of business.  
It can be seen that all the four theory groups are developed 
based on the relationship between business and society or to 
be exact the views of scholars towards the relationship 
between business and society. Then there raises a question: 
what are the drivers for the difference in the scholars’ view 
towards this relationship. Why do instrumentalists think that 
the social role of business is to create wealth while ethicists 
claim that business also has ethical responsibility? It is 
proposed in this study that what underpins the difference in 
CSR approaches is ethics values. Ethics is the expression of 
moral concepts into moral sets of principals. Ethics values are 
individual basis for problem solving, decision making and the 
determining, regulating and modifying of relationship 
between individuals, organizations and society [15]. 
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Fig. 1. Ethical values as foundation for CSR approaches 
 
Within the scope of this research, the writers do not intend 
to go deeply into the relation among the four research streams. 
However, ethics values will also be taken as the foundation 
for our approach, which is explained further in the next 
section. 
3. From ethics values to perception of CSR  
Halter and Arrudasuggest an ethical pyramid of a 
company, in which individual ethics values locate at the base 
of the pyramid, sustaining organizational ethics values and 
organizational ethics values in turn sustain CSR [16]. 
 
CSR
Organizational 
Ethics Values
Individual Ethics Values
 
 
Fig.2. Ethical pyramid of a company (Halter and Arruda, 2009) 
 
Gandal et al. state that ethics values influence individual 
perception of situations and hence guide individuals in their 
decision making and behavior. Applied in this situation, it can 
be said that individuals’ ethics values impact how they 
perceive CSR and individual perception of CSR decides how 
their CSR performance is [17]. 
Hofstede suggests that corporate values are the collective 
programming of minds that differentiates one corporation 
from another [18]. Purser et al. share the same idea, claiming 
that the initial condition for CSR improvement is changes in 
values, both at the individual level and corporate level [19]. 
Therefore, it can be proposed that individual ethics values 
form corporate ethics values. In addition, empirical results 
from the GLOBE study posit the correlation between leaders’ 
values on the CSR perception of corporation [20]. 
Hemmingway addresses that manager’s personal values are 
motivators for corporate social entrepreneurship [21]. Agle et 
al. also suggest that researchers should investigate managerial 
tendencies towards CSR because managers are mainly 
responsible for CSR implementation [22]. 
Within the scope of this study, it is hence believed that 
managers’ ethics values are drivers for corporate ethics values 
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and changes in corporate ethics values lead to changes in 
corporate perception of CSR.  
 
Corporate 
CSR 
Perception
Corporate Ethics Values
Managerial Ethics Values
 
 
Fig.3. The adapted ethical pyramid of company 
4. Culture and managerial ethics values  
Culture has been formed and developed along with the 
history of mankind and it affects both the physical and 
spiritual aspects of human life. In essence, culture is a wide 
connotation with many definitions depending on the specific 
field of study. However, in general, the majority of scholars 
agree that culture contains a range of values, beliefs, and 
behavioral norms that are commonly maintained and shared 
through generations by individuals who are members of a 
specific community or organization.Among these 
components, values are held to be an important feature of 
culture and cultural distinctness because “values are our 
fundamental beliefs of principles, and they define what we 
think is right, good, fair and just” [23]. Having the same 
national cultural background, these people could have similar 
thoughts and behaviors towards the same things or 
phenomena. Therefore, Hofstede define “culture is the 
collective programming of the mind which distinguishes the 
members of one group or category of people from another”, or 
in other words, culture is what almost every members of a 
certain group have in common and by which they could 
distinguish themselves from other groups [24]. 
According to Sower and Sower, based on a large number 
of both theory and empirical research that have been done, 
there is a common agreement about strong relationships 
between national cultural values and individual values [25]. 
Specifically, culture is learned and shared between members 
within a society so it directly affects the basic values in 
people’ everyday lives, including their ethics values. Wines et 
al. consider ethics as “the activity of applying moral precepts 
to concrete problems” and suggest while common moral 
values may exist in different cultures, individuals in these 
nations may view ethical issues differently [26]. This 
suggestion is in line with the results from number of previous 
studies (e.g.[27] [28]) that different cultural backgrounds 
create different expectations and dissimilar ethical standards. 
This reality leads to the diversities in human ethics across 
cultures where national values may appear to be similar. For 
instance, people coming from two cultures may share the 
same cultural value of respect for human life but they take 
different points of view and attitudes on the practices of 
abortion and euthanasia. It also means that corporate 
managers from different nations and cultural backgrounds 
may have different programming of mind about ethics values 
and logically, they will have different perceptions of the roles 
corporations play in terms of social responsibility [29]. 
5. Hofstede's cultural dimensions  
National culture is something very abstract, but it is often 
likened to the “soul” of a country and also has direct impact 
on all the thoughts and behaviors of people who are members 
of that nation. In recent decades, scholars have been interested 
in evaluating national cultures. For this reason, it is necessary 
to create a common quantitative scale based on specific 
indicators in order to evaluate and analyze a particular culture 
or compare the similarities and diversities between different 
cultures. Among several noteworthy works in this subject, the 
typology of cultural dimensions proposed by Hofstede is 
widely accepted and considered as a good starting point for 
researchers in understanding the cultural values of nations 
[30] [31]. Based on the results of his own studies conducted in 
74 countries and regions, Hofstede puts forward five cultural 
dimensions as follows: (i) Power distance; (ii) Individualism 
and Collectivism; (iii) Masculinity and Femininity; (iv) 
Uncertainty avoidance; and (v) Long-term orientation [30]. 
Hofstede’s model provides a quantitative measure for 
recognizing the differences between cultures by granting each 
dimension and country a position on a scale from 0 to 100 
[32]. His cultural dimensions therefore have been being 
extensively used in many cross-cultural studies predicting 
business ethics and CSR practices (e.g. [33] [34][35]). 
6. The effect of culture on perception of CSR 
As discussed above, with different social and cultural 
backgrounds, the CSR conceptual understandings of managers 
are very different. For instance, there exist the differences in 
the general perceptions of CSR between people in European 
and North American countries [36]. Matten & Moon believe 
that the North American concept of CSR represent the 
original context of the phenomenon by emphasizing its 
philanthropic aspects and the companies from these countries 
typically attach issues of social responsibility explicitly in 
their mission, policies and strategy. In Europe, however, the 
concept of CSR is more focused on actual company 
orientation and the responsibility for such issue is more 
implicit in the formal or informal institution business 
environment [37]. 
Recognizing the role of cultural factor, during the last two 
decades, plenty of social and business scholars have applied 
the cultural dimensions proposed by Hofstede in their cross-
cultural studies in order to effectively evaluate and have a 
deeper understanding about the impact of national culture on 
individual as well as organizational perception of CSR. In 
general, these studies provide a strong agreement about the 
close linkage between national cultural dimensions with 
managers’ perceptions of CSR. For example, the experimental 
results from studies carried out by Peng, Dashdeleg and 
Chihconfirmed all four of Hofstede’s cultural dimensions 
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could influence the enterprises’ perception and commitment 
to CSR, specifically, individualism and uncertainty avoidance 
have positive impact on this perception, while power distance 
and masculinity exert negative influence [38]. In a cross-
cultural study on behavior of business managers in three 
countries including India, Korea, and the U.S, Christie et al. 
recognize a significant influence of cultural factor on these 
managers’ attitudes towards business ethics and CSR 
practices [33]. This study also point out that two cultural 
dimensions, namely high individualism and low power 
distance, have strong relations to high sensitivity of corporate 
managers to unethical activities. Ringov and Zollo identify 
each country’s cultural dimensions have its own way to 
influence socially responsible corporate behaviour, and 
among them, power distance and masculinity have remarkable 
negative impacts on the corporate performance of social 
issues [39]. Based on a research with marketing practitioners 
in the U.S and Taiwan,Blodgett et al.realize power distance 
and masculinity negatively affectCSR perception and 
activities towards various stakeholders, while uncertainty 
avoidance positively impacts these actions [40]. Kim & Kim 
also confirm that high uncertainty avoidance positively affects 
Korea public relations practitioners’ perception of CSR [29]. 
Making a comparison study between the U.S and Korea, Lee 
and Kim suggest both long-term and short-term orientation 
could influence individual’s perception of CSR [34]. Based on 
replies from respondents in the U.S and Hong Kong, Danon-
Leva, Cavico, and Mujtabarecognize that there is a positive 
correlation between long term orientation and business ethics, 
therefore, they propose that managers from long term 
orientation cultures will have more ethical business activities 
than those with short-term orientation [35]. A study on CSR 
values of top managers in 15 countries carried out by 
Waldman et al. finds a significant relationship between 
institutional collectivism values and managers’ perception of 
CSR values. This study also points out that culture with large 
power distance may induce corporate managers to show little 
concern about CSR activities [20].  
In short, after reviewing literature related to the 
relationship between culture and perception of CSR, the 
authors recognize several common research resultsas below: 
x Large power distance negatively affects managers’ 
perception of CSR 
x High collectivism negatively affects managers’ perception 
of CSR 
x High-uncertainty avoidance positively affects managers’ 
perception of CSR 
x Masculinity negatively affects managers’ perception of 
CSR 
x Long-term orientation positively affects managers’ 
perception of CSR 
7. Vietnamese culture  
Since the 2nd century B.C, Vietnam had been ruled and 
dominated by Chinese feudal dynasties for more than a 
thousand years. That explains why Vietnamese culture has 
been strongly influenced by the Chinese ideologies and 
religious beliefs. Among the Chinese cultural roots, the 
Confucian philosophical beliefs which were spread in 
Vietnam under the Han Dynasty (from 110 BC to 220 AD) 
could be considered as the strongest impact factor on 
Vietnamese cultural values [41]. Also in the Vietnamese 
history, beside the domination of Chinese dynasties, it will be 
remiss not to mention almost a century of French colonization 
(1858-1954) and 30 years under the invading of the US 
imperialist aggressors in the southern country. These 
aggressions added many Western features to the traditional 
Vietnamese cultural values. In terms of Hofstede’s cultural 
typology, the characteristics of Vietnamese culture are 
described as below: 
High collectivism: According to Hofstede, with a low score 
of 20 in individualism dimension, Vietnam perceives 
relatively high collectivism [30]. Hofstede’s evaluation was 
conformity with the result of study carried out by Ralston, 
Thang, and Napier in 1999 [42]. The results of this study 
show that Vietnamese enterprise managers perceive a 
remarkable higher collectivism than Chinese and U.S 
managers. Besides, Vietnamese people also tend to work 
together in harmony, have in-group thinking style and prefer 
group activity and decision making that will bring benefits to 
the whole group instead of personal goals [43].   
Large power distance: In this cultural dimension, Hofstede 
believes there is a significant large power distance in 
Vietnamese culture [25]. A common pattern of centralized 
decision making system could be witnessed in many 
Vietnamese companiesandmost of important business 
decisions are made by senior leaders or managers[44]. Many 
Vietnamese employees are acquainted with obeying orders 
from their superiors without questions or debates. In addition, 
both managers and subordinates accept large wage gaps 
between employees and managers in their companies.     
Moderate uncertainty avoidance: Vietnam is ranked a 
moderate score in uncertainty avoidance index [25]. It means 
that Vietnamese people including domestic corporate 
managers sometimes could be threatened by ambiguous 
situations so they often try to avoid these uncertainties by 
establishing some formal rules and detailed operation plans in 
order to prevent problems that may occur. They have a certain 
level of risk aversion, delay to make immediate decisions 
when feeling uncertain, and tend to reject unprecedented ideas 
or behaviors[45]. However, in normal daily lives, Vietnamese 
people are quite flexible and easy adapt to real-life situation, 
sometimes they believe that everything happening depends on 
fate.  
Moderate masculinity: Titles, status, and social class are 
important in Vietnamese society. In addition, as a result of the 
impact of Confucianism on national culture, Vietnamese 
people tend to emphasize the dominance of males in many 
aspects of life. Although the gender inequality has 
considerably narrowed down within young Vietnamese 
generations in recent decades, there still exists the 
discrimination on the role and position of women in society 
[46]. In many Vietnamese enterprises, key positions in 
executive board have been largely dominated by males and 
the differences in wages and interests between the genders are 
still tacitly accepted among employees.       
Moderate long-term orientation: In the fifth cultural 
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dimension, Vietnam has been sorted into long-term orientated 
societies. However, with 57 the Vietnam’s score index in this 
dimension is significantly lower in comparison with other 
cultures strongly influenced by Confucianism including China 
80, Taiwan 93, South Korea 100, and Japan 88. Vietnamese 
people “have a  propensity to save and invest, thriftiness, 
perseverance in achieving results and an overriding concerns 
for respecting the demands of virtue” [25]. 
Combining the Vietnamese characteristics in Hofstede’s 
cultural typology with the common trend in results of 
previous studies as mentioned in the section above, the 
authors assume that the national culture may have more 
negative than positive impact on the corporate managers’ 
perception of CSR activities in Vietnam.  
8. CSR in Vietnam 
The lifting of U.S. trade embargo on Vietnam in 1994 
marked an important milestone in the integration of the 
country into the global economy with the massive entrance of 
Western MNCs. Along with them, the concept of CSR was 
brought into Vietnam [47]. In order to attract foreign 
companies, the Vietnamese government has been trying to 
create not only a business-friendly surrounding for doing 
business in the country but also to construct a legal 
framework to enhance CSR. However, the local enterprise’s 
perception and performance of CSR have been considered 
irrelevant with the economic growth in the past years. 
The concept of CSR in Vietnam has been diffuse and 
largely bound to the relationship with Western companies in 
the supply chain though it has been integrated into the 
national laws of labour rights and environment protection 
[48]. In a survey of CSR practices in 25 Vietnamese firms, the 
term CSR was omitted on purpose [49]. Another research on 
CSR perception conducted by Nam Thang in 2008 surveyed 
341 executive management students in which 72% were 
employees, 22% were executives and 4% were senior 
managers [50].The result showed that 8% of them had never 
heard of the term CSR and a large proportion (80%) had never 
had any training of CSR. 37% of the respondents did not 
agree with the idea that CSR could create corporate 
competitive advantage and considered CSR merely 
philanthropic and fundraising activities following natural 
disasters. A survey in 2010 carried out by Huong Bui revealed 
that a significant percentage of Vietnamese participants 
viewed CSR as the company’s commitment to serve benefits 
of two stakeholder groups while employers’ responsibilities 
towards employees were overlooked [51]. In a more recent 
research on CSR perception of Vietnamese employees and 
employers by Tai et al. following Carroll’s CSR pyramid, 
most participants said that they would adopt CSR because of 
economic values and legal compliance [52]. Another study of 
the Vietnam Business Council for Sustainable Development 
in 2014 showed that 63% of Vietnamese companies had not 
had a concrete understanding of the sustainable development 
process and a uniform outlook of CSR. Overall, it can be seen 
that the perception of Vietnamese companies of CSR has 
achieved little improvement in the past years despite the fast 
economic growth of the country [53]. 
Along with the limited perception of enterprise towards 
CSR, the past few years have recorded a striking number of 
enterprises having very poor CSR performance. For example, 
in Vietnam there exists gender discrimination in labor 
recruitment. Many managers prefer recruiting male to female 
due to vacant period of maternal leave. According to statistics 
of International Labor Organization, one fifth in 12,300 job 
advertisements in four biggest Internet job gates in the 
country (Vietnamworks, JobStreet, CareerBuilder, Career 
Link) from November 2014 to January 2015 involved  gender 
requirement. 70% of them stated that only male would be 
recruited, while 30% wrote they expected female candidates 
to apply. Particularly, 83% of job advertisement for 
management positions included requirement for being male 
and 100% of job advertisement for director and senior 
manager positions were only for male applicants[54].   
The food and beverage industry is a typical example for 
CSR disrespect. Food safety has become one of the biggest 
concerns in the country in recent years when companies have 
intentionally broken safety regulations in production process 
in order to gain more profit. In 2007, the country was shaken 
when formaldehyde was found in Pho noodle, the famous 
national dish, in 7 of 10 Pho noodle factories in the capital 
city [55].  This was only the start of a number of food safety 
scandals uncovered later. The use of unauthorized additives 
and preservatives in the country’s food production has come 
to the point that Vietnamese consumers retain very little trust 
in the local food producers [56]. Another example is the poor 
waste treatment in the manufacturing sector. In the past few 
years, a significant number of industrial zones have been built 
as a result of the country’s industrialization and 
modernization process. However, waste treatment has been 
neglected with only 32.7% of industrial zones using 
wastewater treatment system and 75% of waste water has 
been discharged into lakes and rivers without treatment [57] 
[58]. 
To sum up, our review of previous statistics has shown that 
the perception of CSR in the country’s business sector 
remained vague. CSR has been marginalized in company 
operation, not being put in line with economic objectives. 
Though the government has established a legal framework for 
CSR compliance, many companies have broken laws 
purposefully in order to increase profit. This finding complies 
with our expectation when studying different dimensions of 
the Vietnamese culture in the previous section. 
9. Contributions of the paper 
The study has reviewed different CSR concepts and 
approaches. In general, research on CSR is fragmented with 
four distinguished approaches namely instrumental, political, 
integrative and ethical theories. The authors propose that the 
four approaches are based on the subjective views of scholars 
towards the relationship between business and society which 
are in turn shaped by the underlying ethics values. Within the 
scope of the research, the writers do not aim to study further 
on the relation among the four existing research streams; 
however, this can be an indication for future research in order 
to build an integrative framework that can combine all the 
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four CSR theory groups.  
The paper has built a detailed framework on the influence 
of culture on CSR perception of enterprise. Through the study 
on ethics and culture literature, the authors have been able to 
see a correlation between culture and ethics values, and ethics 
values and CSR. Culture forms a person’s basic values 
including ethics values. And differences in culture are the 
main drivers for differences in individual ethics values. 
Individual ethics values or managerial ethics values in this 
study constitute enterprise’s ethics values which impact how 
enterprise perceives CSR. In other words, culture influences 
how CSR is perceived by enterprise. Specifically, regarding 
different cultural dimensions, power distance, collectivism 
and masculinity have a negative impact on CSR perception of 
managers, whilehigh-uncertainty avoidance and long-term 
orientation have a positive impact on CSR perception of 
managers. Studying CSR through the cultural dimensions is 
not a new trend in the research field, nevertheless, the paper 
has given a clearer relation between CSR perception and 
cultural dimensions with the base on ethics values.  
Our review on the Vietnamese culture has shown that 
Vietnam has high collectivism, large power distance, 
moderate uncertainty avoidance, moderate masculinity and 
moderate long-term orientation, which might be the 
contributor to the low perception of CSR among Vietnamese 
managers.The initial collection on data from previous 
research reveals that managerial perception of CSR in 
Vietnam has stayed limited with little attention given to CSR. 
This completely fits with implication from our conceptual 
analysis. Further research is needed to prove the relationship 
between culture and CSR perception however the paper has 
suggested one direction for future CSR study. This is 
especially important in the case of Vietnam when the 
government is trying to improve CSR performance mainly 
through the legal tools but the results have not been as 
expected. Identifying impact factors on CSR perception could 
be a way to come up with new solutions that can radically 
change CSR implementation in the country. 
10. Limitations and suggestions for future reseach 
Firstly, recent years have witnessed an increase in the 
number of studies on the relation between national culture and 
CSR. Many of them are particularly interested in addressing 
the impact of national cultural values from Hofstede’s model 
on managers’ perception of CSR in various countries. 
However, due to a number of both subjective and objective 
reasons such as the limitation in research sample and data or 
the national cultural changes over time, the countries’ values 
score indices provided by Hofstede and his co-workers may 
not completely be adequate, comprehensive, or updated in 
several nations, especially in small ones. Social and business 
scholars around the world therefore should start with using 
both qualitative and quantitative approaches to more deeply 
and accurately measure the countries’ indices in Hofstede’s 
cultural typology, which will be the basis for more 
comprehensive research on the relation between culture and 
CSR perception. Secondly, most research in this field of study 
have just attached special importance to the impact of separate 
cultural dimensions (e.g. [33] [38] [39]) and hence it is 
necessary for future research to fill up the lack of both 
theoretical and empirical studies on the interrelation between 
cultural dimensions as well as the combined effect of all these 
dimensions on human perception of CSR across cultures. 
Finally, our initial assumption in this paper about the negative 
impact of national culture on Vietnamese managers’ 
perception of CSR practices are mainly based on the results of 
previous works and secondary data collected from reliable 
sources. For this reason, quantitative and field investigations 
with local corporate managers who work in different business 
areas shall be carried out in order to better support the above 
assumption. 
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